LEO BURNETT U.S.A. 

35 West V'v'^cker Drive C'icacD. Illincis 6C601 ,Tel:(312) 220-5959, Fax: ;312) 220-3299 
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Ms. Rita Schnei^p-r 
PHILIP MORR] 
120 Park Avem 
New York, NY 
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CURRENT America’s Favorite Magazine 

As reflected on me —. r.-:_Benspn &. Hedges 100s media 

plan provides a strong 6+ month ^print effort. The print effort focuses its weight in 
the following six months: March|.^April, July, August, Getober and November. The 
average national monthly reach/freqhency achieved in these months is 70/3.1. 

As you know, insertions in titles boasting significant African-American audiences are 
also scheduled in^dime and October'monthlies (May and‘September “on-sales”) to 
increase the overan'-:ethnic delivery of the plan. In addition to titles with strong 
African-American audiences, special issues and premium positioning offers have also 
resulted in insertions shifting into months between key focus month (February, June, 
December). In these months, reach ranges from 14% to 52%. 

As you recall, we are striving for an agreed upon 15% spreads overall and an average 
of 30% in new creative introduction months. Currently the overall plan is 12% 
spreads, new spread creative months average 29% (March 38%, October 

“on-sales” at 20%). Note, July “on-sales”" will introduce~"new~ page creative; spread 
executions are not available. . . ■ : ..i .. . 
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Source: https://www.industrydocuments.ucsf.edu/docs/fkmm0004 










